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Penelitian ini bertujuan untuk menganalisis pengaruh ekuitas merek 
terhadap minat beli produk elektronik speaker merek JBL. Pada penelitian ini 
kesadaran merek, persepsi kualitas, asosiasi merek, dan loyalitas merek sebagai 
variabel independen. Untuk variabel dependenya adalah minat beli. Jenis 
penelitian ini yaitu penelitian kuantitatif, dengan populasi kelompok usia muda di 
Sragen yang berusia 15-25 tahun yang berjumlah 148.833 orang dan diambil 
sampel secara acak berjumlah 100 kelompok usia muda. Teknik pengambilan 
sampel menggunakan purposive sampling. Pada penelitian ini menggunakan 
analisis regresi linier berganda dan teknik pengumpulan data melalui 
pendistribusian kuesioner yang dilakukan secara online. Berdasarkan hasil olah 
data dengan bantuan aplikasi SPSS versi 26 diperoleh melalui uji-t hasil 
bahwasanya variabel kesadaran merek berpengaruh positif dan signifikan terhadap 
minat beli produk elektronik speaker merek JBL. Varibabel persepsi kualitas 
berpengaruh positif dan signifikan terhadap minat beli produk elektronik speaker 
merek JBL. Varibabel asosiasi merek berpengaruh positif dan signifikan terhadap 
minat beli produk elektronik speaker merek JBL. Varibabel loyalitas merek 
berpengaruh positif dan signifikan terhadap minat beli produk elektronik speaker 
merek JBL. Secara simultan keempat variabel independen tersebut mempengaruhi 
variabel dependen. 
Kata kunci: Fokus pada Ekuitas Merek, Kesadaran Merek, Persepsi Kualitas, 



















This study aims to analyze the effect of brand equity on buying interest in JBL 
brand electronic speaker products. In this study, brand awareness, perceived 
quality, brand association, and brand loyalty are independent variables and the 
dependent variable is purchase intention. This type of research is quantitative 
research, with the population of young age group in Sragen aged 15-25 years 
reaching 148,833 people and a random sample of 100 young age groups is taken. 
The sampling technique used was purposive sampling. In this study using multiple 
linear regression analysis and data collection through the distribution of 
questionnaires conducted online. Based on data with the help of SPSS version 26 
application, it was obtained through t-test results that the brand awareness 
variable had a positive and significant effect on buying interest in JBL brand 
electronic speaker products. The perceived quality variable has a positive and 
significant effect on buying interest in the JBL brand of electronic speaker 
products. The brand association variable has a positive and significant effect on 
buying interest in the JBL brand of electronic speaker products. Brand loyalty 
variable has a positive and significant effect on buying interest in JBL brand 
electronic speaker products. Simultaneously the four independent variables affect 
the dependent variable. 
Keywords: Focus on Brand Equity, Brand Awareness, Perceived Quality, Brand 
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